
TOBACCO STRATEGY GROUP

LuckyStrikeFilter:Progressin"Nothingelse"campaignmarkets.

This sumniarisesthe progresstodateinthoseBATCO Lucky Strikemarketsrunningthe
"Nothing else"communications programme.The objectiveistoreview availablebusinessand
consumer data by market and draw key conclusionsparticularlyon performanceamongst

Lucky Strike'stargetgroup: principallymale.18-24yearolds(Young AdultUrban

Smokers).

Background
The "Nothingelse"communications programme was extendedtoa number ofEuropean

BATCO marketsfrom November 1991 followingsuccessfulexperienceintheWest German
marketplace.Thetimingof thisroll-outby market was asfollows:

Netherlands November 1991 Finland March 1992
Denmark February 1992 Switzerland March 1992
BeigiunifLux March 1992 Hungary September 1992

Itwas subsequentlyagreed to adopt "Nothing else"as thecampaign torelaunchthebrand in
,krgentinafrom October 1992.

Niarketby market analysis
This evaluationcovers the campaign'sprogressinthefivekey marketswhere todatethe

campaign hasbeen most extensivelyexploited.These aretheNetherlands.Switzerland,
Belgium,Hunzary and Argentina.Both Finlandand Denmark havebeen excludedfrom this

evaluationsincethe caiiipaignhas not been fullyexploitedinthesemarkets.

0%-erallConclusions
A.nalysisof Lucky Strike'sprogressintherivekey Nothing Else'marketsdemonstratesthat

the campaign ishaving a sionificantimpacton the YAUS bothintermsofshareand
attitudes,Brand consumer proriledatademonstratesa qualitycorefranchiseacrossthese
markets which isa foundationforfuturesharedevelopment.

Netherlinds:KeyConclusion
The Netherlandsisthe market thatbestdemonstratesprogressbehind"Nothingelse".The
campaign hascoiitrlbutedpositivelytoa growing qualitysharefranchiseasevidencedby the

key perfbrinanceindicatorshighlightedbelow.On thestrengthofthisperformanceprice
paritywith%iariborohas been achievedfrom April'93.Communications spendingincreased

toFl 13.1nins(+3%) and shareofvoicefrom 16,4% to 17.7% an increaseof8% sincetile

campaign'sintroduction.

Key Findings
(.DVolume and sharehas increasedsivnificantlyintheperiodfollowingtheintroductiono

the canipaipnand the share ratioversusMarlboro hasimproved.
Cum. Period Cum. Period Index

Post Introd Pre Introd Pos-,/Pre.
Volume (mns) 10.1 8.0 126

Nielsenshare(%) 0.8 0.6 133

Value share(%) 0.9 0.5 160

USIB Seg.share(%) 1.5 1,2 125
(-n

Share ratiovs Marlboro(%) 5.3 3@9 136
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(2)T3randdistributionhas alsobuiltstibstantiallysincethe introduction

Cum. Period Cum. Period Index

Postlntrod Pre.Introd PostfPre

Distribution(%)
Gross Weighted 78 69 113
Numeric 31 25 124

Horeca(%) 70 58 121

(3)Sii2niricantincreasesinbothBrand and Adve:rtisingawarenesslevelshave alsobeen
achieved.

Cum. Period Cum. Period Index
Postlntrod Pre lntrod Post[Pre

Y AU S-Awareness(%
B rand-Spontaneous (%) 14.4 10.2 142

Brand-Prompted (1/o) 89.4 83@2 107

Adv.-Spontaneous(%) 9.8 6,9 142

Adv-Prompted (%) 9.6 47@5 106

(4)Shareof YAUS isstableinther)ostversusr)re-period.However itisnotablethat.the-side

(oralternative)brand shareamony YAUS has increasedsiznificantly.Thisindicatesthat
Luckieshas now become a validand acceptablealternativefora yrowiny number ofvoun
adults.

Cum. Period Cum. Pe@od Index
Post lntrod Pre.Introd Post[Pre

YAUS share(%) 1.8 1.8 100
Side./AJternativebrand share(%) 2.2 1 4 157

(5) Luckiesconsumer profileintheNetherlandshas @ecome more young adult.urbanand
bettereducated sincetheintroductionof"Nothine else"and bettertargetedthanl@iarihnro,

LSF Marlboro
1991 1993 1991 1992*

Sex-.Male 73 69 52 51

Female 27 31 48 49
Age: 18-24 44 49 35 41

25-34 29 23 39 35

Educ: University 11 15 6 5
Higher 37 43 22 23

Middle 40 29 41 38
Lower 12 13 31 34

1993 dataunavailable
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Switzerland:Key Conclusion
There isclearevidencethatthe"Nothingelse"campaign has made a positivecontribution

towards progressinthismarket.Share,volume,brand awareness and key outletdistribution
haveallincreasedinthe post-introductionpliase-Inadditionthebrand'sconsumer profile
demonstratesthata qualityYAUS franchiseisbeingdeveloped.Asa resultpriceparitywith

Marlboro was achievedinNovember'92. Communications spendingincreasedto SFr 10.7
nins(+S%) and shareofvoice from 6.6% to 6.8*,Ioan incrcaseof 3% sincethecampaign's

introduction.Growth opportunitiesexistinbuildingadvertisingawarenessthroughfocussed
ATL supportand continuingtogrow Horeca distribution.

Key Findings

(1)Volume and sharehave alliarownduringtheperiodfollowingthe introductionofthe new
campaign,tio%vn-erthisgrovah has notbeen fastenotiphtoimprove Luckiesshareratio
versusMarlboro

Cum Period Cum. Period Index
Postlntrod Pre Introd Postfpre

Volume (inns) 141.3 124.9 113

Nielsenshare(%) 0,70 0,68 103
Value share(@'o) 0.83 0.77 107
USIB Seg. share(%) 1.42 1.40 101
Shareratiovs\Iariboro(%) 3.35 3.43 98

(2)Overalldis-,ributionisbroadlystable.However strongproizresshasbeen made inthe key

YAUS channel-Horeca.
Cum. Period Cum. Period Index
Postlntrod Pre.lntrod PostfPre

Distribution(@'o)
Gross weighted(%) 91.5 90.2 101
Numeric(%) 62.5 64.0 98
Horeca(%) 17,8 13.3 134

W Spontanenus brand awarenesshas increasedinthe post-introductionpe6od whilst

ad%,ertisinza%%-arenessamonp,,thelarizctYAUS has been eroded.Thissuggeststheneed to

concentraternoreresourceson ATL media activities.Unfortunatelydue toa changein the
BAT SuisseS%STCMOf Measurement itisnot possibleto compare YAUS brand a%vareness
versusthepre-period.

Cum. Period CLim. Period Index
TotaVYAUS awareness(%) PostIntrod Pre.lntrod Post[Pre

Brand-Spontaneous(%) 5.8/17.5 4.71* 123/*
Brand-Prompted(%) 7819 5.0/*

Adv.-Spontancous(%) 4.918.7 */10.3 0/85
Adv-Prompted(%) 27/33 */35 */94

Data notavailable
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(4)The consumer profiledemonstratesan improvement inthe qualityof -I-,efranchisesince

theintroductionofthecampaipn
LSF Consumer Profile
1991 1992

1992
Sexi \4ale 72.7 78.4

: Female 27.3 21.6
Age: 18-24 36.4 58@O

25-34 50.0 33.0
Urban: 63.6 64.8

Belgium/lLuxembourg- Key Conclusion
The brand'soverallperformancehas not been positivesincetheintroduct-'Aonofthe"Nothing

else"campaign.However thereis good evidencethatthebrand isslowlygainingacceptance
among thecore YAUS targetgroup.The main obstacleto fastergrowth isj'udgedtobe the

highlyrestrictivecommunicationsframework inthisniarket.Sincealltobaccobrand ATL
communicationsarerestrictedtopack advertising(incorporatingcopy thatcan onlybe found

on thepack)iiiostoftheimpactand originalityofthe "Nothing else"tonalityislost.
Communications spendingincreasedto BF 155 mns (+38%) and shareof-.;oicegrew from

6,3*,Ioto 7.6% an increaseof20% sincetheintroductionof "Nothingelse'.

Kev Findings
(1)Overallvolume and sharehasdeclinedsincetheintroductionof thene-.v

campaign Howevgr theshareofYAUS has increased.

Cum. Period Cum. Period Index
PostIntrod Pre.lntrod Post/P,-e

Volume(mns) 2.95 3.31 89

Nielsenshare(%) 024 0.28 86

YAUS share(%) 1.17 0.87 134

(2)Oualityof sharehas been imgroved with theintroductionof "Nothineelse"andprice
paritywith Marlborowas achieved.The RetailPriceIndex versusMaribero increasedfrom
95.1priorto thelaunchof "Nothingelse"to99.8 inthe postintroductionperiod.

(3)Brand and advertisinp,awarenesslevelshave increasedamong YAUS.

Cum Period Cu.m. Period Index
PostIntrod Pre.Introd Post/P.-e

YAUS AwarenessiTrial(%)
Brand -Spontaneous(%) 15.4 15.8 99
Brand-Prompted (%) 85.4 81.8 104

Adv.-Spontaneous(%) 6.1 5.3 116

YAUS EverTfied(%) 15.8 15.3 103
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(4)Overalldistributionisbroadlystable.Ho%veverthereisanopportunityforimprovement
inForeca

Cum. Period Cum. Period Index
Postlntro Pre.Intro PostfPre

Dist6bution(%
Grossweighted 76.3 74.0 103
Numeric 46.3 46.2 100

Horeca(%) 8.0 8.3 96

Hung;kry:Key Conclusioii
Followinga briefintroductorylaunchperiodof two months duringwhich TLSS imagerywas
u,eddomesticmarketadvertisingswitchedto the"Notliingelse"campaign.Itisthereforenot
vaiidto compare theimpactof thecampaign versusa pre-pe6od.

However ina shortperiodthebrand has establisheditselfas a genuineUS iniemationalbrand
fccyoung adultsrroina non-existentawareness base.Inlargeparlthisisa resultofthe
czmpaign'spositivecontribution.Launch spendingof Fs 70973 mns achieveda shareof

N-ciceof 13.5% during 1992.

Ke,vFindings
Ct)LSF has estabiisheda solidsharebase inHuneLry.

Cum, period

Postintrod
%'olumeshare(%) 02
,\-Ielsenshare(%) 0.3
%'alueshare(%) 0.6
N'AUS share(%) 0.5

USIB Seg.share(%) 2.5

(2@.)Good levelsoftrialand awareness have been achievedamong Y AUS

Cum, Period
Postintrod,

Totai YAUS
THal/Awareness(%)

Brand-Spont(%) 2.0 2.0
B rand-Prompted(%) 24.0 50,0
Adv.-Spont(%) 12.0 22.0
Adv.-Prompted(%) 19.0 35.0
Trial(past3 months%) 9.0 15.0

(3) Luckies consumer profileison taryet.Itismore masculine, More younil adultand better

educatedthanMarlboro.
Sex Socio Economic

M F 18-24 25-34 35+ B/Collr W/collar StudentBus.Men
LSF 73 27 52 20 28 12 37 31 12

30 37 21 44 11 19,,Iarlb.59 41 33
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Argentiiii:Ktv Conclusion
The "Nolhinp-:!se"campaign has been the key ingredientinthe revitalisationofthebrand's
fonunesinthe -\rgentinemarket.Inthebriefsixmonth periodfollowingtherelaunchLuckies

has become a c,-edibleand attractivepremium offerforthe targetYAUS.This isinstark
contrasttot@,esituationresultinginits1989 market withdrawal.Thekey challengeisto
maintainthe,-.omentumofthislaunchsuccessover the long-termthroughcontinued

investmentin'-Iighqualitycommunications activities.Spending to dateof$6.2 mns has
achieveda I-!'*shareof voice.

Key Findinz5
(1)Luckies':--3sa sound initialshareand volume base on which to Prow,

Cum Period LatestPeriod Indexv
PostIntrod Prev 5 M

Volume & s@are

Volume (mr.:) 15 3 16.8 110

Share(%) 0,46 0.51 111

Value share 0 53 056 107

YAUS share 1.16 1.18 102

USIB See ;.-.are(%) 0.98 1.18 120

(2)Bra.nd.-",@-,ributionisproyressinzpositivelyesi)eciallyinkey tarpetzones

Cuin.Period LatestPeriod Indexv

Postlntrod Prev 5 MA

Distributic.-t!'*) 53 60 113

Key chanr.---;(%) 88 90 102

(1)High oftrialand awarene@s have been achieved especiallyamonz YAUS,
Cum Period LatestPe!riodu Indexvs
Post Introd Prev 5 MA

Trial e.,iess(% Total YAUS Total YAUS Total YAUS

Brand-Spcnt 10 20 9 25 90 125
Brand-Prcr.-.pled(%) 98 100 100 100 102 loo

Adv.-Spe-it(%) 5 41 20 39 400 95

Adv.-PrL,,-,pted 11 75 50 86 454 114

Ever trie@-(%) 25 70

Ever purc.'-,ased 9 28

*Data notavailable

(3) Kev.maizedataprovidesevidencethattheYAUS are captuhng thecampaipn'score

ygq@L
Total YAUS

Originai.l:nique 5 8

Intelliger.t(%) 2 5

Selfcor.@dentC/o) 3 8

S IAshe
10titMav 1993

fl.n
CZ)

Lti
NIO
CZ)
(ZD

BATCO document forProvince of BritishColumbia 26 October 1999

BATCO 00090729



0
0

0

Lucky Strike
0 Spontaneous advertisingawaren
0

% cigt.smokersaware
20

(D

0

15

co
10 10

0 10
0

7

cr 5
A

5

0
0 0
e.g.
0 Allcigt 18-24
cr smokers yearsCD

*
91 1992 actual M 1992 budget 1993 to

19

S9006S(-IYOS
CDCDCD"0CD
CD


